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ABSTRAKSI 
Penelitian ini bertujuan untuk mengetahui pengaruh kepercayaan, persepsi risiko, 
electronic word of mouth, dan online customer review terhadap keputusan pembelian 
online. Populasi pada penelitian ini adalah konsumen pengguna aplikasi belanja online 
Shopee di Kabupaten Kudus. Metode pengambilan sampel pada penelitian ini 
menggunakan metode Non probability sampling dengan menggunakan teknik accidental 
sampling. Sampel pada penelitian sebanyak 96 responden dengan criteria tertentu. Teknik 
analisa data pada penelitian ini menggunakan analisis regresi berganda disertai uji t 
(parsial) dan uji F (berganda) dengan proses perhitungan menggunakan aplikasi SPPS 
versi 25,0. 
Hasil penelitian ini menunjukkan bahwa berdasarkan pengujian secara parsial 
variabel kepercayaan, persepsi risiko, electronic word of mouth,berpengaruh terhadap 
keputusan pembelian online, sedangkan variabel online customer review tidak 
berpengaruh terhadap keputusan pembelian online. Pengujian secara berganda 
menunjukan hasil bahwa variabel kepercayaan, persepsi risiko, electronic word of mouth, 
dan online customer review bersama-sama mempunyai pengaruh yang signifikan 
terhadap keputusan pembelian online pada aplikasi Shopee di Kabupaten Kudus, yang 
didasarkan pada nilai Fhitung sebesar 14,673 > Ftabel sebesar 2,47 dengan memiliki nilai 
signifikan 0,000. Pengaruh variabel kepercayaan, persepsi risiko, electronic word of 
mouth, dan online customer review terhadap keputusan pembelian memberikan 
kontribusi sebesar 36,5%. 
 
 
Kata kunci : kepercayaan, persepsi risiko, electronic word of mouth, online customer 
review, keputusan pembelian online. 
 
   
vii 
 
THE INFLUENCE OF TRUST, RISK PERCEPTION, ELECTRONIC WORD OF 
MOUTH (E-WOM), AND ONLINE COSTUMER REVIEW (OCR) ON 
ONLINE PURCHASE DECISIONS 
(A Case Study on Shopee Costumer in Kudus) 
 
SRI MUTMAINAH 
2015-11-140 
 
Advisor 1: Dr. H. Mochamad Edris. Drs, MM 
2: IwanSuroso, SE. MM 
 
MANAGEMENT DEPARTEMENT ECONOMIC AND BUSINESS FACULTY 
MURIA KUDUS UNIVERSITY 
 
ABSTRACT 
The objective of this research is to determine the influence of trust, risk perception, 
electronic word of mouth, and online customer review on online purchasing decisions. 
The population of this research is the costumers of Shopee, online shopping application, 
in Kudus. This research uses the Non probability sampling as sampling method with 
accidental sampling technique. The sample in the study is 96 respondents with certain 
criteria. To analyze the data, this reseach uses multiple regression analysis followed by t 
test (partial) and F test (multiple) with the calculation process using the SPPS version 
25.0 application. 
The result of this study indicates that based on partial testing the variables of trust, 
risk perception, electronic word of mouth, affect the online purchasing decisions, while 
the variables of online customer review do not affect online purchasing decisions. Based 
on multiple testing, the variables of trust, risk perception, electronic word of mouth, and 
online customer review, together have a significant effect on online purchasing decisions 
in Shopee application in Kudus, which are based on the value of Fcalculated of 14,673> 
Ftable of 2,47 with the significant value of 0,000. The influence of trust, risk perception, 
electronic word of mouth, and online customer review variables on purchasing decisions 
contributed 36.5%. 
 
 
Keywords: trust, risk perception, electronic word of mouth, customer review  online, 
online purchasing decisions. 
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